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Penelitian ini dilakukan karena adanya pertumbuhan industri ritel secara 
global dan Indonesia menduduki posisi kelima yang menjadikan Indonesia sebagai 
sasaran target pasar bagi bisnis ritel karena memiliki peluang. Di Indonesia banyak 
bisnis retail yang menciptakan private brand untuk membuat suatu perbedaan 
dengan pesaingnya, salah satunya yaitu Ace Hardware yang mempunyai private 
brand sendiri yaitu Kris. Merek Kris ini menyediakan aneka produk kebutuhan 
rumah tangga yang lengkap dan variatif. Penelitian ini bertujuan untuk 
menganalisis Pengaruh Indexical Cues, dan Brand Schematicity Terhadap 
Willingness to Buy Produk Private Brand Ace Hardware di Surabaya. Penelitian ini 
menggunakan metode kuantitatif dan data yang digunakan dalam penelitian ini 
adalah data primer. Jumlah sampel yang digunakan dalam penelitian ini adalah 
sebanyaka 140 responden dengan Teknik penyampelan purposive sampling. Teknik 
analisis yang digunakan adalah analisis SEM dengan program LISREL. 
Hasil penelitian ini menunjukkan bahwa Indexical Cues signifikan terhadap 
Perceived Brand Authenticity, Brand Schematicity signifikan terhadap Perceived 
Brand Authenticity, Indexical Cues dan Brand Schematicity dapat mempengaruhi 
Willingness to Buy dengan melalui Perceived Brand Authenticity sebagai mediator.  
 
Kata Kunci:  Indexical Cues, Brand Schematicity, Perceived Brand Authenticity, 
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EFFECT OF INDEXICAL AND SCHEMATICITY ON WILLINGNESS TO 




This research was conducted because of the growth of the retail industry 
globally and Indonesia occupies the fifth position which makes Indonesia a target 
market target for retail businesses because it has opportunities. In Indonesia, many 
retail businesses create private brands to make a difference with their competitors, 
one of which is Ace Hardware, which has its own private label, Kris. This Kris 
brand provides a variety of household products that are complete and varied. This 
study aims to analyze the Effect of Indexical Cues, and Brand Schematicity on 
Willingness to Buy Private Brand Products Ace Hardware. This research uses 
quantitative methods and the data used in this study are primary data. The number 
of samples used in this study were 140 respondents with purposive sampling 
technique sampling. The analysis technique used is SEM analysis with the LISREL 
program. 
The results of this study indicate that Indexical Cues significantly affect 
Perceived Brand Authenticity, Brand Schematicity significantly affect Perceived 
Brand Authenticity, Indexical Cues and Brand Schematicity can influence 
Willingness to Buy through Perceived Brand Authenticity as a mediator. 
Keyword: Indexical Cues, Brand Schematicity, Perceived Brand Authenticity, 
Willingness to Buy 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
